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Reflecting on 
2025-2026



THANK YOU



WINS & ACCOLADES

• #1 Best Island, USA

Global Traveler Magazine, 2024-2026
• #1 Best Family Beach Town, Florida East

Wherever Awards, 2023-2026
• #2 Best Islands in the Continental US

Travel + Leisure, 2023-2025
• #3 Most Charming Small -Town

Downtowns in Am e rica  -  HGTV 2025

• #6 Best Place to Visit in Florida

US News & World Report, 2025
• #9 Top Island in the US

Conde Nast Traveler, 2025
• #10 Best Beach Towns in the South

Southern Living



CHALLENGES

Com pe titive ne ss
• Aggre ss ive  d e s tina tion com pe tition

• In-d e s tina tion spe nd ing  com pre ss ion

• Downward  ADR p re ssure s

• Shorte r le ng th of s tay

He ad wind s
• Overall economic uncertainty​

• Sustained Inflationary pressures​

• Elevated airfares / fuel​

• Declines in disposable income​

• Geopolitical / conflict fatigue​

• International weakness (CDN/UK)​

• Volatility within meetings​

• Evolving labor force​



LOOKING FORWARD
Opportunitie s

• Se a  of Sam e ne ss  -  Re solve d

• De fine d  unique  b rand  d iffe re ntia tion

• Re sonate  and  appe a ling  to  a  re fine d

targe t aud ie nce

• Constantly re fining  our ge og raphic  ta rge t



STATE OF 
TOURISM & TRAVEL
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TRAVEL & TOURISM
• Ye ar in Re vie w

• Trave le r Se ntim e nt

• Shifting  Be haviors



Amelia Island Convention and Visitors Bureau
Annual Marketing Meeting
August 14, 2026

Tony Cugno, AAE, IAP
Chief Operating Officer
Jacksonville Aviation Authority





JAX Passenger Traffic Has Hit 
Record High Levels

5.6

6.5

7.2

2.8

5.0

6.6

7.4 7.6 7.6

0.0

1.0

2.0

3.0

4.0

5.0

6.0

7.0

8.0

2017 2018 2019 2020 2021 2022 2023 2024 2025

Annual Passenger 
Traffic (Millions)

• New record with 7,629,080 total passengers in 2024 –
up 6% from previous record in 2019

• 2025 passenger traffic within 1% of record in 2024
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JAX Current Service Map
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Seasonal Service
 Special Event
 Announced

Source: Cirium schedules for September 2025 (as of 2/11/2026).
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My Opinion



-Thanks for your 
support of the JAA

“To Infinity and Beyond”



DESTINATION 
NEW POSITIONING
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A Brand On A Mission



BUILDING THE FOUNDATION



Relaxation, 
refined

Your kind of 
unwind

Your kind of 
unwind

Your kind of 
unwind vs 

Clearly for you

Your kind of 
unwind vs What 
comes naturally

Relaxation, refined 
vs What comes 

naturally

Relaxation, refined 
vs Wander well

Your kind of 
unwind

Clearly for you

What comes 
naturally

Making 
memories

Relaxation, 
refined

Wander well

EMOTIONAL POSITIONING



There’s a place where the gentle pull of the tides inspires you 
to wander more freely. To relax. To let go. To do you.

To simply be present with yourself, your loved ones, and with 
the world around you. Let the ocean breeze guide you as the 

feeling of total relaxation takes hold. 
This is your kind of unwind.

THE CORE INSIGHT





CAMPAIGN 
SIZZLE REAL

3 mins

https://youtu.be/EuskcagcjYc




http://drive.google.com/file/d/1VwCFJCHqqdqY1Kpp4Sab190TlFT_14a6/view
http://drive.google.com/file/d/1bKYuG6mI5ES_3mRn7wHVFcyjRJljZwoK/view
http://drive.google.com/file/d/1dOxoMG0PSjN_o1qDSsmgr4SvaZsCoNQR/view
https://youtu.be/KbsoPXCssq0




http://drive.google.com/file/d/1RRn9JPTfJ3a0V8h6aB7kg9CiPaI6ICaa/view
https://youtu.be/TDyGraAEVeo




The Unwind Effect



MediaEMOTION MEETS SCIENCE

Mindset Targeting Mood-Congruent Processing Spillover Theory

Reach our targets in a 
positive, relaxed mindset,directly 
supporting the brand promise of 

“Find Your Unwind”.

People recall and process 
information in a way that 

matches their current 
emotional state.

Emotions elicited by the 
content surrounding the ad 

spillover to the ad itself.



MediaFIND YOUR UNWIND
IN THE WILD 

Highlights from this year
● Mindset Targeting such  

as NYT Games

● The Conde Nast Traveler 
“Sensory Gallery”



MediaBOOKING INSIGHTS

55%      3.9
Couples                 Nights Stay

7%      3.7
Solo               Nights Stay

Sourced: Impact 10.1.25-6.30.26

36%      3.9
Families                 Nights Stay



Media

6.4      37

Sourced: Impact 10.1.25-6.30.26

7.4      40.1
DAYS                       DAYS

SEARCH TO BOOK               BOOK TO ARRIVAL

DAYS                   DAYS

Flight Bookings Hotel Bookings

BOOKING INSIGHTS



Media

FlightsHotels

Atlanta GA 

Orlando FL  

Jacksonville FL 

New York NY
Tampa FL 

Charlotte NC
Washington DC
Savannah GA
Chicago IL 

Boston MA

New York NY (JFK)
Washington DC (IAD)
Boston MA (BOS)
Philadelphia PA (PHL)
Newark NJ (EWR)
Chicago IL (ORD)
Atlanta GA (ATL) 

Baltimore MD (BWI)
Raleigh/Durham NC (RDU)
White Plains NY (HPN)

TOP ORIGIN MARKETS

Sourced: Impact 10.1.25-6.30.26



MediaRETURN ON INSPIRATION

34%
YOY in CTR/Display 

Banners

30%
YOY in CTR/Meta

33%
CTR/Google
Paid Search

123%
YOY Demand Gen



MediaEVEN BIGGER WINS

$4,966,600
Hotel Revenue

Figures derived from Impact + Expedia bookings observed from exposure to ads

6,828
Hotel Room Nights

4,774
Vacation Rental Room Nights

10,562
Travelers



Now, it’s your turn…



AICVB
MARKETING TEAM



MARKETING STRATEGY
Align Me ssag ing

• Am e liaIsland .com

• Em ail Marke ting

• Social Me d ia

• Public  Re lations



PARTNER RESOURCES

• Com m unication

• Engage m e nt

• Collate ral



• Event Support

• Collaboration

• Looking Forward

EVENTS    COMMUNITY 
HOSPITALITY



QUESTIONS?



Don’t forget to tip your valet
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